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Incremental search heuristics do not identify the optimal 
solution to the media choice problem. With media discounts, 
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This article discusses the reasons for this situation and con- 
siders several supplementary heuristics for improving the 
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Media Factors: A Review Article, DENNIS H. 
GENSCH, May, 216. 


Qualitative factors influence media selection. This review 
article attempts to identify and group these factors. Sources of 
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Snow + (X) = Use of Ski Areas, HERBERT E. 
ECHELBERGER and ELWOOD L. SHAFER, 
August, 388. 


Factor and multiple regression analysis were used in this 
study to establish relationships between 16 independent vari- 
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Statistical Evaluation of Transit Promotion, A, ROB- 
ERT C. BLATTBERG and SAMUEL R. STIVERS, 
August, 293. 


If advertising by public transportation companies is to be 
useful, an effective method of advertising evaluation must be 
available. This paper presents such a method, based on a 
mathematical modeling approach, and the results of its appli- 
cation to a transit advertising campaign. 


ATTITUDE AND OPINION RESEARCH 


Brand Image and Brand Usage, M. BIRD, C. CHAN- 
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Perceived Risk in Mail-Order and Retail Store Buying, 
HOMER E. SPENCE, JAMES F. ENGEL, and 
ROGER D. BLACKWELL, August, 364. 


See “Buyer Behavior.” 


Social Character and Acceptance of New Products, 
JAMES H. DONNELLY, Jr., February, 111. 


See “Buyer Behavior.” 


Using Attitude Change Measures to Evaluate New 
Product Introductions, GEORGE S. DAY, Novem- 
ber, 474. 


This article applies recent developments in the statistical 
analysis of multiwave attitude panels to the problem of evalu- 
ating a new product’s marketing program. One advantage of 
this approach is the opportunity to distinguish the effects of 
marketer-controlled variables from word-of-mouth communi- 
cation and usage experience. A comparative study of two new 
brands in the same market shows that effective introductory 
performance requires media advertising to gain awareness and 
product sampling to trigger word-of-mouth activity that leads 
to the formation of favorable attitudes. 


BRAND CHOICE MODELS 


Adaptive Behavior in Automobile Brand Choices: 
A Reply, DONALD G. MORRISON, February, 117. 


Morrison comments on a recent JMR article by May, saying 
that with the short histories used it is difficult to test even the 
simplest (Bernoulli) model. He says that the “soft”? data ob- 
tained in personal interviews are more supportive of the adap- 
tive behavior process than “hard” data on past purchases. 


Adaptive Behavior in Automobile Brand Choices: 
Discussion, FREDERICK E. MAY, February, 118. 


May replies to Morrison’s comments on his JMR article by 
discussing Morrison’s hypothesis that individuals differ in 
purchase probabilities for any specific make of automobile. 
May introduces some new data from his study to further 
support the hypothesis of adaptive behavior. 


Comments on “Patterus of Buyer Behavior,” HER- 
BERT E. KRUGMAN, February, 120. 


Krugman comments on Lawrence’s recent JMR article, 
saying that consumers’ freedom to indulge brand preferences 
is not related to problem-solving learning oriented to the solu- 
tion of initially difficult tasks. 


Comparison of Three Models of Brand Choice, A, 
J. MORGAN JONES, November, 466. 


Three models—the heterogeneous linear learning model, an 
evolutionary model, and a model which accounts for both 
evolutionary behavior and purchase event feedback—are com- 
pared for their ability to model an actual situation. All three 
models acceptably fit the data. However, conclusions as to 
consumer behavior can best be obtained from the dual-effects 
model. 


Correlates of Brand Loyalty: Some Positive Results, 
JAMES M. CARMAN, February, 67. 


Studies assessing from consumer panel data the relations 
between household socioeconomic and personality character- 
istics and brand loyalty for frequently purchased packaged 
goods have yielded disappointing results. Using a special 
purpose panel, this study does suggest a relationship between 
personal characteristics, the shopping process, and loyalty. 
The paper also introduces a new measure of brand loyalty and 
describes the use of the AID procedure for exploratory data 
analysis. ’ 


Dual-Effects Model of Brand Choice, A, J. MORGAN 
JONES, November, 458. 


A model is proposed which accounts for both purchase event 
feedback and change due to an external effect. Compared to 
its two most closely related antecedents—the linear learning 
model and the stationary probability diffusion model—this is 
a more useful model, both from the standpoint of the individual 
and of the population being modeled. 


Estimating Marketing Policy Effects on Sales of a 
Frequently Purchased Product, DONALD E. SEX- 
TON, Jr., August, 338. 


Determining the optimal marketing mix for a firm requires 
information about the sales effects of the marketing policies 
under consideration. A model and estimation procedure to 
obtain such market intelligence for frequently purchased 
products are described and some empirical results are obtained. 


Measurement of Multidimensional Brand Loyalty of a 
Consumer, JAGDISH N. SHETH, August, 348. 


This article extends the factor analytic model of brand 
loyalty to multichotomous data in which a consumer’s varying 
degrees of loyalty to several brands are estimated. The resultant 
loyalty scores are compared with simple probability measures 
and also explored in relation to aggregate market shares. 


Model of Multi-Brand Buying, A, A. S. C. EHREN- 
BERG and G. J. GOODHARDT, February, 77. 


For any two brands of a frequently-bought product in a 
given time period, the proportion of buyers of one brand who 
also buy the other brand is generally directly proportional to 
the total number of buyers of that brand. Such duplicated 
buyers of two brands buy each brand with an average fre- 
quency which tends to be a fixed fraction of that with which 
all buyers of each brand buy it. 


New Method For Evaluating Stochastic Models of 
Brand Choice, A, DAVID A. AAKER, August, 300. 


This article explores the use of a brand choice stochastic 
model’s mean value function in evaluating two models em- 
pirically, using a common set of purchase data. The linear 
learning model fit the data well, but its mean value function 
was not capable of making reasonable predictions of succes- 
sive, aggregate purchasing statistics. Another brand choice 
model, the new trier model, was found to perform much better. 
The results suggest that model tests should not be restricted to 
the usual goodness-of-fit test, especially in situations of non- 
stationarity. A structural comparison of the two models focuses 
on their different approaches to nonstationarity. 


“Patterns of Buyer Behavior”: A Rejoinder, RAY- 
MOND J. LAWRENCE, February, 120. 





548 


Lawrence presents a rejoinder to Krugman’s comment on 
his recent JMR article in which he states that “Dr. Krugman 
‘has got me wrong!’ ” 


BUYER BEHAVIOR 


Are There Differences in Dissonance Reduction Be- 
havior Between Students and Housewives? JAG- 
DISH N. SHETH, May, 243. 


This study tests the proposition that if personal and situa- 
tional differences between students in laboratory studies and 
the household population in naturalistic studies are eliminated 
or minimized, these populations’ responses should have no 
appreciable differences. The results tended to confirm the 
proposition. 


Brand Image and Brand Usage, M. BIRD, C. CHAN- 
NON, and A. S. C. EHRENBERG, August, 307. 


The proportion of people who express an attitude about a 
given brand generally depends on how recently they have used 
the brand. 


Comparison of Housewife Decision Making in Two 
Social Classes, A, JOSEPH N. FRY and FRED- 
ERICK H. SILLER, August, 333. 


A field study employing a shopping simulation compared 
the purchasing behavior of working and middle class house- 
wives. Explanations of behavioral differences were sought 
through an analysis of the respondents’ personal attributes. 
Substantial variation was found in the nature of decision 
making by social class, even when observed behavior was 
similar. 


Current Problems in Consumer Behavior Research, 
DAVID T. KOLLAT, JAMES F. ENGEL, and 
ROGER D. BLACKWELL, August, 327. 


This article supplements other critical evaluations of con- 
sumer research by discussing several issues and problems 
that impede the development of a consumer behavior research 
tradition. 


Dimensions of Marital Roles in Consumer Decision 
Making, HARRY I.. DAVIS, May, 168. 


Researchers often make oversimplified assumptions about 
the structure of husband-wife roles in consumer decisions and 
the sufficiency of responses from one spouse. Questions about 
the dimensionality of decision roles and the extent of role 
consensus are considered using data reported by husbands and 
wives on relative influence in automobile and furniture pur- 
chase decisions. 


Dissonance Mode! in Post-Decision Product Evalua- 
tion, The, JOEL B. COHEN and MARVIN E. 
GutDBERG, August, 315. 


Post-decision cognitive reevaluation of instant coffee was 
primarily influenced by confirmation-disconfirmation ex- 
perience with the product. Prior information resulting from 
brand familiarity influenced the direction of post-decision 
reevaluation. 
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Dogmatism and Acceptance of New Products, BRIAN 
BLAKE, ROBERT PERLOFF, and RICHARD 
HESLIN, November, 483. 


A two-category typology of new consumer products was 
used to investigate the relationship between consumer per- 
sonality characteristics and acceptance of new products. It 
was found that the influence of a consumer’s dogmatism upon 
his acceptance of new products was mediated by the type of 
new product presented. 


Effects of Subliminal Stimulation on Drive Level and 
Brand Preference, The, DEL HAWKINS, August, 
322. 


This article reviews and clarifies the main concepts associated 
with subliminal research and develops and tests a theoretical 
explanation of the effects of subliminal stimulation. Basic 
drive arousal was predicted and achieved but attempts to 
form subliminal associations with behavioral consequences 
proved futile. 


Empirical Test of the Howard-Sheth Model of Buyer 
Behavior, An, JOHN U. FARLEY and L. WIN- 
STON RING, November, 427. 


See “Econometric Models.” 


How Are Laggards Different? An Empirical Inquiry, 
KENNETH UHL, ROMAN ANDRUS, and 
LANCE POULSEN, February, 51. 


See “Diffusion of Innovations.” 


Identity of Women’s Clothing Fashion Opinion 
Leaders, The, JOHN O. SUMMERS, May, 178. 


See “Diffusion of Innovations.” 


Information Processing Models of Consumer Behavior, 
JAMES BETTMAN, August, 370. 


See “Computer Applications.” 


Measurement Errors in Reports of Consumer Ex- 
penditures, JOHN NETER, February, 11. 


See “Interviewing Methods.” 


Measurement of Multidimensional Brand Loyalty of a 
Consumer, JAGDISH N. SHETH, August, 348. 


See “Brand Choice Models.” 


Model Of Multi-Brand Buying, A, A. S. C. EHREN- 
BERG and G. J. GOODHARDT, February, 77. 


See “Brand Choice Models.” 


Models for Responses of Customers With a Constant 
Rate, TAROW INDOW, November, 498. 


See “Mathematical Models.” 


Overlap of Opinion Leadership Across Consumer 
Product Categories; CHARLES W. KING and 
JOHN O. SUMMERS, February, 43. 


See “Diffusion of Innovations.” 
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Perceived Risk in Mail-Order and Retail Store Buying, 
HOMER E. SPENCE, JAMES F. ENGEL, and 
ROGER D. BLACKWELL, August, 364. 


This study investigates differences in risk perception between 
buying by mail and buying from a store and/or salesman. For 
20 products studied, consumers perceived more risk in the 
mail-order situation than in the store/salesman situation. 
The relationship between perceived risk and selected socio- 
economic variables is examined. Implications for further 
research are explored. 


Post-Purchase Reinforcement and Back-Out Behavior, 
JAMES H. DONNELLY, Jr. and JOHN IVANCE- 
VICH, August, 399. 


This study of automobile purchasers indicated that when the 
buyer is provided with positive information about the car he 
purchased between the time the sales contract is drawn up 
and delivery, the tendency to back out of the purchase is 
significantly reduced. 


Purchase Decisions and Group Influence, ROBERT E. 
WITT and GRADY D. BRUCE, November, 533. 


Purchase decisions have been found to vary in terms of their 
susceptibility to group influence. A promotion-oriented prod- 
uct taxonomy structured in terms of socially-oriented pro- 
motion appeals is proposed. 


Real and Hypothetical Shop Situations in Market 
Research, ANDRE GABOR, CLIVE W. J. GRAN- 
GER, and ANTHONY P. SOWTER, August, 355. 


The hypothetical shop situation method is widely used in 
market research, but does not seem to have been previously 
tested by simultaneous observations of purchasing behavior in 
shops. A project which included such a comparison was carried 
out by the authors and has led to conclusions concerning the 
applicability of the method. 


Relationship Between Anxiety and Positive and Nega- 
tive Advertising Appeals, The, JOHN J. WHEAT- 
LEY and SADAOMI OSHIKAWA, February, 85. 


See “Advertising and Media Research.” 


Self-Confidence and Persuasibility: One More Time, 
RAYMOND A. BAUER, May, 256. 


Bauer replies to Shuchman and Perry’s recent JMR article 
and discusses the relationships between persuasibility and self- 
confidence in recent work. 


Spurious Correlations That Result From ‘‘Awareness 
vs. Usage” Type Regressions, DONALD G. MOR- 
RISON and DONALD J. GLUCK, August, 381. 


See “Regression and Other Statistical Techniques.” 


Social Character and Acceptance of New Products, 
JAMES H. DONNELLY, Jr., February, 111. 


This study examines the relationship between the behavioral 
attribute “social character” and the acceptance of product 
innovations. Social character is defined as falling along a con- 
tinuum from inner to other-directed. 


COMPUTER APPLICATIONS 


Computer Program Abstract for SYMAP: Syna- 
graphic Mapping System, JACK S. WOLF, Feb- 
ruary, 105. 


A new computer program to produce low cost graphic dis- 
plays of spatial patterns using standard computer line printers 
is described. 


Content Analysis by Word Group, PETER KRANZ, 
August, 377. 


This computer program analyzes content by classifying each 
individual sentence or phrase by its single, most important 
meaning. The total content of a document is then the sum of 
these individual classifications (statement meanings). In the 
examples studied, five key words can determine specific mean- 
ing for individual sentences. 


Fitting Parameters to Complex Models by Direct 
Search, THEODORE VAN WORMER and DOYLE 
WEISS, November, 503. 


Empirical validation and testing of simulation models have 
been hampered by the problems associated with estimating 
parameters for their nonlinear structures. This article discusses 
direct search as a methodology for fitting parameters of models 
too complex for linear regression analysis. 


Information Processing Models of Consumer Behavior, 
JAMES R. BETTMAN, August, 370. 


Using the Newell, Shaw, and Simon postulates for an 
information processing theory of human problem solving, 
decision net models were constructed for two individual 
consumers’ choices of grocery products. The models were 
tested against actual data, and the resulting predictions were 
highly accurate. 


Limitations of Incremental Search in Media Selection, 
ALLAN D. SHOCKER, February, 101. 


See “Advertising and Media Research.” 


Marketing Decision-Information Systems: An Emerg- 
ing View, DAVID B. MONTGOMERY and GLEN 
L. URBAN, May, 226. 


See “Management and Control of Marketing Research.” 


Q Analysis of Large Samples, RICHARD M. JOHN- 
SON, February, 104. 


See “Regression and Other Statistical Techniques.” 


Supermarket Chain Product Mix Decision Criteria: A 
Simulation Experiment, JOHN H. GRASHOF, May, 
235. 


See “Retailing and Wholesaling.” 
DIFFUSION OF INNOVATIONS 


How Are Laggards Different? An Empirical Inquiry, 
KENNETH UHL, ROMAN ANDRUS, and 
LANCE POULSEN, February, 51. 
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The concern in this article is with laggards, the persons who 
are last to adopt an offering. Two measures were used to 
identify laggard food buyers of new grocery products. Then 
various univariate tests and a multivariate test, discriminant 
analysis, were used to help distinguish correlates of laggards 
and their behavior. 


Identity of Women’s Clothing Fashion Opinion Lead- 
ers, The, JOHN O. SUMMERS, May, 178. 


This article analyzes the characteristics of women’s clothing 
fashion opinion leaders. The data suggest that substantial 
differences exist between fashion opinion leaders and non- 
leaders on a wide variety of demographic, sociological, atti- 
tudinal, communication, and fashion involvement measures. 


Overlap of Opinion Leadership Across Consumer 
‘ Product Categories; CHARLES W. KING and 
JOHN O. SUMMERS, February, 43. 


This article analyzes the overlap of opinion leadership 
across six broad product categories; its data suggest substan- 
tial overlap—particularly across those product categories of 
similar interest. 


Personality Correlates of Innovative Buying Behavior, 
GRADY D. BRUCE and ROBERT E. WITT, 
May, 259. 


Bruce and Witt comment on Robertson and Myers’ recent 
JMR article on a study investigating hypothesized relation- 
ships of standardized personality traits to opinion leadership 
and innovative behavior. Bruce and Witt argue that such 
relationships should not be dismissed when only one possible 
way of examining the question has been explored. 


Personality Correlates of Innovative Buying Behavior: 
A Reply, THOMAS S. ROBERTSON and JAMES 
H. MYERS, May, 260. 


Robertson and Myers in a rejoinder to Bruce and Witt’s 
comment on their recent JMR article, focus their reply on the 
design of their research investigation and the appropriate use 
of regression analysis with a continuous dependent variable. 


Social Character and Acceptance of New Products, 
JAMES H. DONNELLY, Jr., February, 111. 


See “Buyer Behavior.” 
ECONOMETRIC MODELS 


Application of Econometric Models to International 
Marketing, An, J. SCOTT ARMSTRONG, May, 190. 


Currently available econometric techniques provide useful 
information for measuring international markets. A key 
aspect of these techniques is the use of an extensive a priori 
analysis, which is demonstrated in a study of the international 
market for still cameras. 


Empirical Test of the Howard-Sheth Model of Buyer 
Behavior, An, JOHN U. FARLEY and L. WIN- 
STON RING, November, 427. 


The Howard-Sheth buyer behavior model was cast in the 
form of a multiple-equation regression model for testing data 
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on a grocery product in a specific market. Estimated structural 
parameters were generally consistent with the model’s pre- 
dictions, but some goodness-of-fit measures were weak. The 
model was useful for organizing this analysis of consumer 
behavior, but the test put extreme pressure on the data. 
Considerably improved data will be needed before the full 
empirical potential of such models will be realized. 


Predicting Bank Deposits and Loans, G. DAVID 
HUGHES, February, 95. 


See ‘‘Regression and Other Statistical Techniques.” 
EXPERIMENTAL DESIGNS 


Are Students Really Poor Substitutes for Businessmen 
in Behavioral Research? INDER P. KHERA and 
JAMES D. BENSON, November, 529. 


How do students compare with businessmen as subjects 
for research designed to predict businessmen’s behavior? 
Should the use of students for such research be discontinued? 
This article provides some insights into these questions, based 
upon the responses of students and businessmen in a sim- 
ulated business situation. 


Determining Promotional Effects by Experimental 
Design, BILL R. MILLER and CHARLES E. 
STRAIN, November, 513. 


A factorial design is demonstrated as a feasible method of 
measuring effects of promoting a new product in stores of a 
regional chain. Trading stamps, cents-off coupons, and point- 
of-sale posters and recipes were promotions used alone and 
in combination, compared with minimal newspaper advertising. 


Effect of Display Location on the Sales and Pilferage of 
Cigarettes, The, JOHN R. KENNEDY, May, 210. 


See “Retailing and Wholesaling.” 


Effect of Shelf Space Upon Sales of Branded Products, 
The, KEITH K. COX, February, 55. 


See “Retailing and Wholesaling.” 


Incomplete Paired Comparisons Using Balanced Lat- 
tice Designs, UDOLPHO VAN DE SANDT, May, 
246. 


A design is presented in which paired comparison experi- 
ments can be utilized when only one copy of each object to be 
compared is available. 


Measuring Small Changes in a Market Variable, 
THOMAS E. FLOYD and ROY G. STOUT, 
February, 114. 


See “Regression and Other Statistical Techniques.” 


Multivariate Analysis of Retail Prescription Prices, A, 
JEFFREY A. KOTZAN and CHARLES L. BRAU- 
CHER, November, 517. 


See “Pricing.” 


Price-Perceived Quality Relationship: Experimental 
Evidence, The, ROBERT A. PETERSON, Novem- 
ber, 525. 
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This study tested the hypotheses that for a product about 
which there is a lack of information: (1) price would serve as a 
major determinant of quality perception, and (2) this price- 
perceived quality relationship would be nonlinear. 


Real and Hypothetical Shop Situations in Market 


Research, ANDRE GABOR, CLIVE W. J. GRAN- 
GER, and ANTHONY P. SOWTER, August, 355. 


See “Buyer Behavior.” 
INDUSTRIAL MARKETING RESEARCH 


Are Students Really Poor Substitutes for Businessmen 
in Behavioral Research? INDER P. KHERA and 
JAMES D. BENSON, November, 529. 


See ‘Experimental Designs.” 


Industrial Source Loyalty, YORAM WIND, November, 
450. 


The degree and determinants of source loyalty in the pur- 
chase of industrial components by an advanced electronics 
firm are examined through the application of multiple regression 
and discriminant analysis to data obtained from company 
records and interviews. 


Informal Communication in Industrial Markets, 
FREDERICK E. WEBSTER, Jr., May, 186. 


Interviews with industrial buyers failed to identify a sig- 
nificant amount of word-of-mouth communication in industrial 
markets and suggested a key role for manufacturers’ salesmen. 


INTERVIEWING METHODS 


Can Independent Responses Be Obtained From Vari- 
ous Members in a Mail Panel Household? ROBERT 
C. NUCKOLS and CHARLES S. MAYER, Feb- 
ruary, 90. 


A traditional problem with mail surveys is that there is no 
control on who answers the questionnaire. This study attempted 
to have members of husband-wife families complete two ques- 
tionnaires independently. The results show that independent 
surveys cannot be conducted in the same household by mail 
and cast doubt on the ability to reach members other than the 
housewife in mail panel families. 


Influence of Instructions on Respondent Error, The, 
EDWARD M. SMITH and JOSEPH BARRY 
MASON, May, 254. 


This trademark recognition study tested the effect on ac- 
curacy of responses of respondents that bogus trademarks 
might have been included, whether they were or not. No 
influence on accuracy was detected. 


Interviewer Bias Once More Revisited, HARPER W. 
BOYD, Jr. and RALPH WESTFALL, May, 249. 


Has any progress been made in reducing interviewer bias 
as a source of error? This article reviews the progress made 
since 1964 in providing answers to this and related questions. 


Measurement Errors in Reports of Consumer Expen- 
ditures, JOHN NETER, February, 11. 


Empirical findings on measurement errors in reports by 
consumers of expenditures made in the past are reviewed, the 
implications of these findings for survey design are considered, 
and the needs for future research are discussed. 


MANAGEMENT AND CONTROL OF 
MARKETING RESEARCH 


Assessing the Accuracy of Marketing Research, 
CHARLES S. MAYER, August, 285. 


The accuracy of marketing research results is affected by 
sampling and nonsampling errors. While the former can be 
computed objectively using sampling theory, the latter depend 
on subjective estimates. Such estimates can be facilitated by 
examining relevant empirical evidence. This article presents 
a model for integrating the subjective estimates about non- 
sampling error into estimates of total survey error and demon- 
Strates its use through an example. 


Marketing Decision-Information Systems: An Emerg- 
ing View, DAVID B. MONTGOMERY and GLEN 
L. URBAN, May, 226. 


Marketing decision-information systems are composed of 
four key elements: a data bank, a model bank, a measurement- 
statistics bank, and a communications capability. If full 
advantage is to be taken of the new information technology, 
a coordinated, balanced growth of the system components must 
be achieved. The authors extend their initial information 
systems proposal to include further design concepts and prat- 
tical examples. 


Measurement Errors in Reports of Consumer Expendi- 
tures, JOHN NETER, February, 11. 


See “Interviewing Methods.” 
MARKET SEGMENTATION 


Segmenting Markets by Group Purchasing Behavior: 
An Application of the AID Technique, HENRY 
ASSAEL, May, 153. 


Market segmentation requires definition of consumer 
groups by variables that discriminate purchasing behavior. 
A multivariate program is described capable of defining homo- 
geneous groups by a large number of variables to maximize 
discrimination between purchase group means. The program 
has specific advantages compared to traditional methods of 
grouping such as cross-classification, regression, and dis- 
criminant analysis. It is applied in segmenting markets by 
product and brand usage based on demographic and attitudinal 
variables. 


Using MCA to Segment New Car Markets, WILLIAM 
H. PETERS, August, 360. 


In this study the mid-1960’s new car market is analyzed by 
using a new, dummy variable, multivariate technique known 
as Multiple Classification Analysis (MCA). This approach 
helps provide a better understanding of this complex market 
and gives some interesting hints as to its possible future direc- 
tion. 
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Comparison of Three Models of Brand Choice, A, 
J. MORGAN JONES, November, 466. 


See “Brand Choice Models.” 


Computational Limitations of Dynamic Programming 
for Warehouse Location, LEONARD M. LODISH, 
May, 262. 


Lodish comments on Ballou’s recent JMR article by noting 
that his approach cannot handle realistic problems computa- 
tionally where a company has a reasonable number of ware- 
houses whose locations are interdependent in terms of profit- 
ability during a time period. 


Computational Limitations of Dynamic Programming 
for Warehouse Location: A Comment, RONALD 
H. BALLOU, May, 263. 


Ballou’s rejoinder to Lodish centers on the feasibility of 
using dynamic programming for reasonable-size warehouse 
location problems. Bailou says that to extend the shortcomings 
of dynamic programming in a static location setting to dy- 
namic warehouse location analysis is inaccurate. 


DualJ-E**~*3 Model of Brand Choice, A, J. MORGAN 
JONES, November, 458. 


See “Brand Choice Models.” 


Fitting Parameters to Complex Models by Direct 
Search, THEODORE VAN WORMER and DOYLE 
L. WEISS, November, 503. 


See “Computer Applications.” 


Models For Responses of Customers With a Constant 
Rate, TAROW INDOW, November, 498. 


In Japan, an article is sometimes sold with a questionnaire 
postcard. Accumulation of cards mailed back from customers 
can be regarded as an inditial response from two transfer 
elements in a series, purchasing articles and mailing cards. 
Successful fit of the data was obtained under the assumption 
that each of the intervening steps is a process with a constant 
rate or its combination. 


New Method for Evaluating Stochastic Models of 
Brand Choice, A, DAVID A. AAKER, August, 
300. 


See “Brand Choice Models.” 
NEW PRODUCT RESEARCH 


Dogmatism and Acceptance of New Products, BRIAN 
BLAKE, ROBERT PERLOFF, and RICHARD 
HESLIN, November, 483. 


See “Buyer Behavior.” 


New Product Forecasting Using Consumer Panels, 
DAVID H. AHL, May, 160. 


With the increased importance of bringing successful new 
products to the marketplace, it is critical that research tech- 
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niques to provide a timely indication of progress be developed. 
This article discusses such a technique using data from a 
consumer diary panel. 


Social Character and Acceptance of New Products, 
JAMES H. DONNELLY, Jr., February, 111. 


See “Buyer Behavior.” 


Using Attitude Change Measures to Evaluate New 
Product Introductions, GEORGE S. DAY, No- 
vember, 474. 


See “Attitude and Opinion Research.”’ 
PANEL METHODS 


Assessing the Accuracy of Marketing Research, 
CHARLES S. MAYER, August, 285. 


See “Management and Control of Marketing Research.” 


Correlates of Brand Loyalty: Some Positive Results, 
JAMES M. CARMAN, February, 67. 


See “Brand Choice Models.” 


Effect of a Trading Stamp Discontinuance on Super- 
market Performance: A Panel Approach, The, 
BERNARD J. LA LONDE and JEROME HERNI- 
TER, May, 205. 


See “Retailing and Wholesaling.” 


New Product Forecasting Using Consumer Panels, 
DAVID H. AHL, May, 159. 


See “New Product Research.” 
PREFERENCE RESEARCH 


Consumer Distance Transitivity, JOHN C. G. BOOT 
and RICHARD D. TEACH, November, 521. 


In evaluating pairs of products using an unbounded simi- 
larity on a preference scale, some subjects use small and others 
very large differences. This article presents a method of 
measuring the dimensional dispersion of subjects as per- 
centage of the size of reported differences. 


Incomplete Paired Comparisons Using Balanced Lat- 
tice Designs, UDOLPHO VAN DE SANDT, May, 
246. 


See “Experimental Designs.” 


Relationship Between Price and Blind-Rated Quality 
for Margarines and Butters, The, I. ROBERT 
ANDREWS and ENZO R. VALENZI, August, 
393. 


High, medium, and low-priced spreads were rated on quality 
in a taste experiment. A slight positive relationship was found 
between purchase price and blind-rated quality. These results 
were consistent with other studies that found a similar rela- 
tionship for products varying widely in price. 
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PRICING 


Analysis of Price Aggressiveness in Gasoline Market- 
ing, An, GILBERT A. CHURCHILL, Jr., NEIL 
M. FORD, and URBAN B. OZANNE, February, 
36. 


An investigation of the relationship between the pricing 
behavior of retail gasoline outlets and a number of identifying 
characteristics reveals the limited usefulness of association 
tests. The authors employ multiple discriminant analysis to 
panel-type data to measure the ability of certain variables to 
predict price aggressiveness. 


Cross-Sectional Study of Used Car Prices: 1962-64, A, 
MARVIN SNOWBARGER and BILL DUNKEL- 
BERG, November, 493. 


See ‘Regression and Other Statistical Techniques.” 


Multivariate Analysis of Retail Prescription Prices, A, 
JEFFREY A. KOTZAN and CHARLES L. BRAU- 
CHER, November, 517. 


A three-factor experimental design was used to examine 
price discrimination in prescription purchases. Results indi- 
cated that discrimination did not come from consumer’s race 
or attire. Economies of store operation proved to be the single 
cause of prescription price differences. 


Price-Perceived Quality Relationship: Experimental 
Evidence, The, ROBERT A. PETERSON, Novem- 
ber, 525. 


See ‘Experimental Designs.” 


Psychophysics of Prices; JOSEPH M. KAMEN and 
ROBERT J. TOMAN, February, 27. 


This article develops and tests a “fair price” theory which is 
essentially contradictory to Weber’s Law. As price levels rise, 
a constant price differential between brands becomes more 
important, rather than /ess important, in determining market 
share. Many testable hypotheses can be derived from this 
theoretical formulation. 


REGRESSION AND OTHER STATIS- 
TICAL TECHNIQUES 


Application of Econometric Models to International 
Marketing, An, J. SCOTT ARMSTRONG, May, 190. 


See “Econometric Models.” 


Correlates of Brand Loyalty: Some Positive Results, 
JAMES M. CARMAN, February, 67. 


See “Brand Choice Models.” 


Cross-Sectional Study of Used Car Prices: 1962-64, A, 
MARVIN SNOWBARGER and BILL DUNKEL- 
BERG, November, 493. 


This article studies total price and net outlay for 1,575 used 
car purchases between 1962 and 1964. The results show that 
when other factors are held constant, there is no statistical 
difference between used car prices at three separate market 
outlets. 


Estimation of Marketing Policy Effects on Sales of a 
Frequently Purchased Product, DONALD SEXTON, 
August, 338. 


See “Brand Choice Models.” 


Exploratory Analysis of Marketing Data: Trees vs. 
Regression, J. SCOTT ARMSTRONG and JAMES 
G. ANDRESS, November, 487. 


Two models were developed to predict the average weekly 
volume for 3,000 gas stations. The model derived from a tree 
approach was fqund to be superior to that from a regression 
approach. The superiority of trees was significant in both a 
practical and a statistical sense. 


Measurement of Multidimensional Brand Loyalty of a 
Consumer, JAGDISH N. SHETH, August, 348. 


See “Brand Choice Models” 


Measuring Small Changes in a Market Variable, 
THOMAS E. FLOYD and ROY G. STOUT, 
February, 114. 


This research project utilized both a controlled experiment 

and a conventional test market evaluation to determine im- 

pact on sales of two slightly different packages for the same 
product. 


Moving Cross-Section Analysis of Demand for Tooth- 
paste, A, KRISTIAN S. PALDA and LARRY M. 
BLAIR, November, 439. 


MRCA panel data on toothpaste expenditures are used to 
demonstrate how time series and cross-sectional bias can be 
eliminated by the method of covariance regression from single- 
equation demand least squares estimates. 


Note on the Multidimensional Scaling of Conditional 
Proximity Data, A, PAUL E. GREEN and ARUN 
MAHESHWARI, February, 106. 


The study compares the use of n-dimensional rank order 
data with rank order over ail pairs as the input data for non- 
metric multidimensional scaling. The results suggest that pro- 
cedures like n-dimensional rank order can provide enough 
constraints to lead to ‘“‘determinate” metric solutions. 


Predicting Bank Deposits and Loans, G. DAVID 
HUGHES, February, 95. 


Models for determining optimal levels of advertising ex- 
penditures require an equation that relates such expenditures 
to sales in the context of other marketing efforts and the 
environment of the firm. Using three savings banks as an 
example, this study demonstrated that the construction of this 
equation requires knowledge of a bank’s goals, planning 
horizon, and marketing strategy. 


Q Analysis of Large Samples, RICHARD M. JOHN- 
SON, February, 104. 


Q analysis, the factor analysis of person-by-person correla- 
tion matrices, becomes unmanageable with large samples. 
There is, however, a one-step approach for computing principal 
components of the matrix of correlations among an unlimited 
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number of individuals, so long as the number of response 
items is limited. 


Quick Clustering, JOSEPH M. KAMEN, May, 199. 


A rapid method for clustering variables is presented. The 
uses, values, limitations, and precautions are discussed, and 
several examples of diverse applications are given. 


Segmenting Markets by Group Purchasing Behavior: 
An Application of the AID Technique, HENRY 
ASSAEL, May, 153. 


See “Market Segmentation.” 


Shelf Position and Space Effects on Sales, RONALD E. 
FRANK and WILLIAM F. MASSY, February, 59. 


See “Retailing and Wholesaling.” 


Snow + (X) = Use of Ski Areas, HERBERT E. 
ECHELBERGER and ELWOOD L. SHAFER, 
August, 388. 


See “‘Advertising and Media Research.” 


Spurious Correlations That Result From ‘Awareness 
vs. Usage” Type Regressions, DONALD G. MOR- 
RISON and DONALD J. GLUCK, August, 381. 


When dealing with constrained regression or correlation 
studies such as awareness vs. usage, it is important to remem- 
ber that a model that exhibits no true correlation still results 
in a sizeable Pearsonian r. Clearly strong correlations per se 
never imply a causal relation, and for certain constrained 
regressions a high value of Pearson’s r may not even imply 
statistical association. 


Statistical Evaluation of Transit Promotion, A, ROB- 
ERT C. BLATTBERG and SAMUEL R. STIVERS, 
August, 293. 


See “Advertising and Media Research.” 


Using MCA to Segment New Car Markets, WILLIAM 
H. PETERS, August, 360. 


See ‘Market Segmentation.” 


Variance-Weighted Comparison, The, A. T. G. Mc- 
ARTHUR, August, 385. 


The variance-weighted comparison is a useful descriptive 
statistic in any field where attempts are being made to analyze 
unplanned experiments and comparisons with unequal sub- 
class numbers. 


RETAILING AND WHOLESALING 


Analysis of Price Aggressiveness in Gasoline Market- 
ing, An, GILBERT A. CHURCHILL, Jr., NEIL 
M. FORD, and URBAN B. OZANNE, February, 36. 


See “Pricing.” 


Effect of a Trading Stamp Discontinuance on Super- 
market Performance: A Panel Approach, The, 
BERNARD J. LA LONDE and JEROME HER- 
NITER, May, 205. 
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The relative efficiency of trading stamps as a promotional 
tool has been debated by the supermarket industry for many 
years. This study presents the results of a panel type study 
designed to evaluate changes in consumer supermarket 
shopping patterns which occur when one chain in a metro- 
politan area discontinues trading stamps. 


Effect of Display Location on the Sales and Pilferage of 
Cigarettes, The, JOHN R. KENNEDY, May, 210. 


This article reports research findings which indicate that 
display location and facilities affect both the sale and pilfer- 
age of carton and single pack cigarettes. The basic data, to- 
gether with ancillary information collected in the same study, 
provide insights into supermarket shopping behavior and 
Suggestions on: how merchandising efficiency might be im- 
proved. 


Effect of Shelf Space Upon Sales of Branded Products, 
The, KEITH K. COX, February, 55. 


The influence of shelf space upon sales of branded products 
is tested in a randomized block field experiment. Sales of two 
brands of salt and powdered coffee cream are measured. 
Managerial implications using opportunity cost indicate that 
retailers might limit shelf allocations for a number of brands 
to some minimal level. 


Perceived Risk in Mail-Order and Retail Store Buying, 
HOMER E. SPENCE, JAMES F. ENGEL, and 
ROGER D. BLACKWELL, August, 364. 


See “Buyer Behavior.” 


Psychophysics of Prices); JOSEPH M. KAMEN and 
ROBERT J. TOMAN, February, 27. 


See “Pricing.”’ 
Real and Hypothetical Shop Situations in Market 


Research, ANDRE GABOR, CLIVE W. J. GRAN- 
GER, and ANTHONY P. SOWTER, August, 355. 


See “‘Buyer Behavior.” 


Shelf Position and Space Effects on Sales, RONALD 
E. FRANK and WILLIAM F. MASSY, February, 
59. 


The authors report a cross-sectional analysis of the effects 
of shelf position and space on sales for a frequently purchased, 
branded grocery product. As is the case in most cross-sectional 
studies of the effects of shelf policy variables, they are apt 
to be confounded with store, container size and brand differ- 
ences in sales. This investigation illustrates the use of several 
procedures for mitigating the effects of these confounding 
variables. 


Supermarket Chain Product Mix Decision Criteria: 
A Simulation Experiment, JOHN F. GRASHOF, 
May, 235. 


In multi-product purchase-for-resale situations, the selection 
of the appropriate criteria for evaluation of alternative items 
is an important problem. This article reports on research which 
used computer simulation models to investigate the impact of 
alternative product addition and deletion criteria on the prod- 
uct mix and operating results of supermarket chains. 
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Two Methods of Estimating Sales From a Sample of 
Retail Outlets, IRVING ROSHWALB, August, 396. 


See “Sampling.” 
SAMPLING 


Are Students Really Poor Substitutes for Businessmen 
in Behavioral Research? INDER P. KHERA and 
JAMES D. BENSON, November, 529. 


See ‘Experimental Designs.” 


Assessing the Accuracy of Marketing Research, 
CHARLES S. MAYER, August, 285. 


See “(Management and Control of Marketing Research.” 


Note on Never-Buyers, A, A.S.C. EHRENBERG, 
November, 536. 


Ehrenberg comments on Morrison’s recent JMR article, 
noting that straightforward application of the NBD theory 
of repeat buying and conditional trend analysis will suggest 
that there are hard-core non-buyers even in situations where 
they do not in fact exist. 


Two Methods of Estimating Sales of a Product From 
a Sample of Retail Outlets, IRVING ROSHWALB, 
August, 396. 


This article discusses two alternative procedures for esti- 
mating sales of a product category in retail stores: first by 
drawing a sample from the universe of all stores, and second, 
drawing a sample from a restricted universe, only those out- 
lets carrying the product category. 
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